Abstract: This paper focuses on the development of services in industrial firms. Specifically, the main objective is to identify the antecedents of service orientation. It first presents the existing literature to understand how industrial firms adopt and develop service in their business strategies. Second, it shows the results of a field study implemented in Tunisian industrial firms. The study revealed that the managerial motivation, the firm and environment characteristics have potential effects on service orientation.
Introduction
During the last three decades, we continuously noticed a predominance of services in all world economies (Lovelock et al., 2008) . In fact, facing the new market trends, firms are more and more numerous in adjusting their offers in the profit of services (Gebauer and Fleisch, 2007; Vargo and Lusch, 2008) . Consequently, all the organisations in all the sectors, in both developed and developing countries, are witnessing real transformations.
Previously, several industrial firms thought that only innovation, technological progress and/or price decline will allow them to acquire a competitive advantage. However, today, current market realities indicate that service offer is more and more imperative to industrial firms (Furrer, 1997 (Furrer, , 1998 Gebauer et al., 2005; Mathieu, 2001a Mathieu, , 2001b as it has become a significant factor of growth and competitiveness (Malleret, 2006; Tzokas et al., 2000) . Today, offering a basic product is not enough; there is a need to suggest extra services that increase the value of the offer. In addition, it is thanks to service valorisation that certain firms have largely increased their annual revenues. Particularly in the industrial context, the development of services is constantly taking ground and even exceeds the growth of services in other sectors (Balgin and Malleret, 2004) .
Therefore, industrial firms show a permanent mutation. Services have certainly and greatly changed the industrial activity (Mathieu, 2001b) . In fact, services have the potential to change the industrial activity's culture and fundamental characteristics (Mathieu, 2001b) and can even intervene in all the operations of the production process (Wagner and La Garce, 1981; Xu et al., 2011) . More specifically, the classic value chain (production-product sales) lost some of its efficiency, especially that the benefits linked to product sales are decreasing in some markets (Almeida and Miguel, 2009; Salonen, 2011) . It is therefore questionable to admit that the product remains the only important element of the offer. Firms move from a purely 'traditional' industrial and technical culture (in which the product formed the centre of the industrial offer) to a new culture based on an orientation towards offering services (Tan et al., 2010) . This progressive passage is considered by some scholars as a global phenomenon called 'servitisation' of the industry (Ren and Gregory, 2007; Slepniov et al., 2010; Vandermerwe and Rada, 1988) . Today and in this respect, all the industrialists give propositions of combined product and service offers on the market to create value and make the difference compared to their competitors (Vandermerwe and Rada, 1988) .
Drawn by the benefits associated with services, several firms attempt to implement a strategy oriented towards service offer to guarantee customer loyalty (Driver and Johnston, 2001) . In fact, this service orientation constitutes a new philosophy that mobilises all the firm's efforts. This is only a concrete manifestation of a will to commit to a long-term relationship with the clients (Mathieu, 2004) and to help them realise the expected benefits from goods' use (Kotler, 1997) .
Facing the rising interest shown by firms, the development of service offer within industrial firms has always been a subject of interest in academic research. In this respect, we notice that this subject constantly draws the authors to study the fields of antecedents and consequences of service orientation. For instance, to scholars such as Furrer (1997) and Solnet and Kandampully (2006) , market orientation is considered as an antecedent to service orientation. Particularly in the industrial field, to be oriented towards its market allows the firm to improve its performance (Furrer, 1997) . To achieve this, it has to create a value that is superior compared to the competitors by suggesting a performing product/ service system. However, the growing number of studies on service orientation and the mixed findings have greatly complicated the efforts among searchers and practitioners, especially to find the real antecedents of this construct. In this scope, we aim to review principal works that highlighted the importance service orientation within the industrial context.
Furthermore, previous studies were generally concerned in developed countries. For this reason, the empirical study of this research was realised in Tunisia, an emerging country in transition phase. We have achieved a field study implemented in Tunisian industrial firms.
Conceptual framework

Service orientation of industrial firms
The current industrial context is characterised by a tireless competition. The significance of the price and the product itself has greatly decreased. So, facing these new parameters, the firm is constrained to reorient its strategy to move from product orientation to service orientation (Tan et al., 2010) . In fact, industrial firms usually tend to favour either a product orientation or a cost orientation. It is the 'traditional' culture that orients the industrial mind towards the product and technological innovation and/or gives priority to maintaining low costs. This reflects a weak strategic vision in terms of service while the fact of not integrating the services since the conception of the product engenders poor quality coordination between the product and the service in addition to significant costs (Furrer, 1997) .
The dilemma: services in the industry
The product and the services in the industrial offer have now become tightly linked. Rock and Ledoux (2006) state that the concept of the product usually encompasses the service. Philippe and Léo (1996) find that products are made of both tangible and intangible attributes which means that the frontiers between products and services weaken when the development of services increases a product offer. Consequently, it has become difficult to manage and develop this complex offer system that is both combining product and service. Owing to the latter's various specificities, firms are confronted to a certain number of dilemmas that need to be solved. Thus, according to Furrer (1997) , services are more difficult to define and evaluate in a precise way than products are. For this reason, the management of a 'product/services' system is even more complex than the management of a product or a service taken individually. Thus, traditional marketing practices can no more be transferable in this respect as we speak of a new marketing system. All the challenge lies in efficiently managing this change of activity. It is necessary to look for the balance between the product elements and the service elements to form the most competitive offer on the market. However, it is to note that it would usually be wise to favour an element in terms of the competitive objectives that are followed (Eiglier and Langeard, 1987) . This shows the particularity of marketing the services in industrial firms, particularly if the offered services are diverse.
Diversity of the services offered in industry
The services are heterogeneous. Almeida and Miguel (2009) state that several terms were used in this respect among which many from Anglophone works. One can cite the following terms: industrial service, product-linked services, customer service, after-sale service and customer support. This heterogeneous aspect stems on the one hand from the diversity of customer needs and expectations, and on the other, from the different objectives followed by the firm (Furrer, 1997) . For this reason, industrial firms generally propose different types of periodical services (Almeida and Miguel, 2009; Mathieu, 2001a Mathieu, , 2001b . This implies that the role of services changes with the time. Concretely, this service dynamics perceived as a complex transitional process forms an organisational learning (Lee, 2004) , describing the role and place that various services can take within the same firm (Malleret, 2005) . We here speak of a set of steps moving the firm from the status of a firm offering an industrial product to a new status of a service firm (Olivia and Kallenberg, 2003; Malleret, 2005) . However, there are several elements that hamper the implementation of a service strategy in an industrial firm. It is then necessary to implement a service culture in the firm (Pinet and Coupet, 2009) . In this case, services are integrated in the managerial and strategic decisions. In other words, highly significant decisions coming from top management have to be taken to meet the objectives; hence the necessity to have a global approach that is manifested through a service strategy named by the scholars "firms' service orientation"; a behavioural alternative of market orientation in the industrial firm.
Service orientation: definitions
Service orientation -a recent concept -was among the most studied topics in the industrial marketing and management fields. The advantages linked to the service offer formed the most significant topic to which scholars gave much importance. But in spite of this mass of research, the strategic perspective of service orientation did not receive the same interest (Homburg et al., 2002) . Lytle et al. (1998) and Homburg et al. (2002) consider this concept to be a new aspect of the firms' marketing dimension; but it is to note that this concept has differently been treated in the literature. The first ideas on service orientation came from the works of Hogan et al. (1984) according to whom service orientation designates "a set of attitudes and behaviours affecting the quality of interaction between an organisation's employees and its customers". To these scholars, service orientation can be defined from an individual level. In this case, service orientation reflects individual predispositions and a courteous and friendly disposition when providing the service. On the other hand, the authors have developed a measuring scale highlighting the personality variable. This scale was later validated by Cran (1994) .
Contrary to the previous perspective, the organisational perspective was much more examined in the literature. For instance, Lytle et al. (1998) stated that service orientation reflects the organisational climate, creates, cultivates and rewards service practices and behaviours which are accepted as satisfying customer expectations. In this perspective, a scale named 'SERVOR' was developed by Lytle et al. (1998) . The scale indicated the extent to which the firm adapted its managerial structure for a better service offer. However, this definition with a 'purely organisational' vision does only takes into consideration the firm's internal factors. External environment is a little discarded.
Though it is important to take into consideration internal factors, it is also interesting to consider the service offer as a set of strategic decisions that depend on the external environment of the firm. In fact, Solnet and Kandampully (2005) think that service orientation must be viewed as a strategic initiative. But at the same time, it constitutes an evolutionary concept that varies according to customer needs. Hence, a strategic rather than an organisational vision is necessary as it implies taking into consideration the external parameters of the firm. Within this same line of thought, Bowen et al. (1989) think that the firm's service orientation allows for the improvement of its customer satisfaction. In fact, it constitutes the best competitive marketing strategy; yet among the most interesting works to present is that of Homburg et al. (2002) .
These researchers showed that service orientation is the result of three factors developed by Homburg et al. (2002) :
• "The number of services offered,
• The number of customers these services are offered to,
• The level of emphasis with which these services are actively offered". This definition is of particular interest. First, Homburg et al (2002) rigorously studied these three dimensions of service orientation. Besides, this definition reflects the perception of the managers towards the importance of service in their activity (Antioco et al., 2008) . Last, it describes the firm's practice in terms of service in its totality (number of services, type of client, and type of services and reactivity in offering services). To our knowledge, this was the most retained definition in the course of these last years.
The relationship between market orientation and service orientation
In most of the previous research, it was demonstrated that service orientation of industrialists implies the commitment of all the organisations to be able to satisfy the customers' expectations (Furrer, 1997; Gebauer and Fleisch, 2007; Tzokas et al., 2000) . Some authors even found that the relationship between market orientation and performance is stronger in industrial firms than in service firms (Kirca et al., 2005) . We therefore speak of a new service culture that is integrated within the industrial firm. The latter has to be customer oriented and in general market oriented to better understand its customers' needs. Certainly, service orientation and market orientation have become two concepts that are tightly linked (Rock and Ledoux, 2006) . In other words, service orientation is part of a firm's global vision, i.e., of a market orientation. In another context, Alrubaiee (2013) proved that market orientation has a positive effect on the development of new services in service firms. On the one hand, the author proved the positive relationship between market orientation and performance. On the other, the results confirmed that the new service offer is a powerful variable in this relationship (see Figure 1 ).
If we examine the works realised in the industrial sectors, the literature shows that one has to take into consideration the significance of the engendered cultural and organisational mutations within an industrial firm to offer services (Philippe and Leo, 1996) . Neglecting the service in the proposed offer proves that the firm is not oriented towards its market. However, it is not incorrect to say that to satisfy customer needs, the firm can also highlight several other criteria such as the cost of technology (Jaworski and Kohli, 1996) . All depends on the firm's environment. For example, Day (1994) proved the necessity to include goods and services as inseparable elements in the fields characterised by high technological intensity. However, this specifically depends on customers' expectations. Actually, customer needs are highly divergent. As we already noticed, customers do not give the same importance to the product's characteristics: be it innovation, technology or service. Certain factors can be the cause of this divergence: competitive offer, type of the product or even the same customer category (Furrer, 1997) . Rock and Ledoux (2006) think that the firm has to rethink its management philosophy and apply "an approach that consists in orienting the firm towards the satisfaction of customer needs notably by the implementation of procedures that are centred on the service offered to the client in terms of products or services". To them, the terms 'customer approach' and 'customer service' are synonymous. In fact, an efficient customer service is integrated in a more global vision of the firm, i.e., in the customer approach. Similarly, Gebauer et al. (2011) affirmed that if the industrial firm wants to be market oriented, it has to offer more services. The aim is to respond in the best way to the current and future needs of the clients by creating value from services (Malleret, 2006) . Within this scope, Tournois and Montebello (2001) proved that it has become imperative to offer a powerful product/complementary services system. These services should be superior to those provided by the competitors. To the above-mentioned scholars "the creation of value is the capacity of the firm to propose a perceived value, that is superior than the competition, to the customer taking into consideration the offers to which he/she has access" (Tournois and Montebello, 2001 ). This system of value creation constitutes an element that is integrated in the perspective of market orientation "a system that links the variables affected by the managerial decisions to behavioral responses of the competitors, customers and markets" (Tournois and Montebello, 2001 ). Thus, the creation of value highlights the firm's resources, especially intangible ones.
Recently, a new research paradigm has brought a new outlook to the marketing field. We speak of a new logic called 'Service-dominant logic' (Vargo and Lusch, 2008) or 'Service as business logic' (Grönroos and Ravald, 2011) . The founding works of Vargo and Lusch (2004) confirm the preponderant place of the service in the relationship firm/client. They propose that the value of property (whether durable or consumable) be defined by its usage and more importantly by the service it offers. The service constitutes thus the basis of exchanges having as an implication a creation of a superior value (Grönroos and Ravald, 2011) . To be market oriented inevitably requires a new logic that turns around service. However, the principle is to put the service at the centre of all strategic reflections of the firm. In fact, the current context, characterised by the tertiarisation of the economy, makes the creation of value via the complementary service a key success element of a market-oriented strategy and a means to be differentiated from competitors particularly for industrial firms (Malleret, 2006) . Philippe and Leo (1996) reinforce Reffait's stand (1993) according to which 'the passage from product orientation to service orientation presupposes the passage from a production orientation to a market orientation'. Equally, the research of Furrer (1997) highlighted the service offer as a vital element of the behavioural aspect of market orientation. He suggests the following normative model (see Figure 2) . Following this normative model, market orientation constitutes an antecedent to service offer. The idea postulates that when an industrial firm aims to improve its performance, it has to be market oriented to satisfy the current and future customer expectations and consequently create value. Creating a value that is superior to that of the competitors rests on a performing product/service system. In fact, market orientation, founded on customer satisfaction (Gotteland et al., 2007) , could incite the industrialists to propose the best combined offer of 'product-service' on the market. Services become more and more integrated in the global offer and cannot, therefore, be limited for instance to simple aftersale services. However, we deduce that firms usually adopt different strategic orientations at the same time which makes it difficult to distinguish the influence of one over the others on the service offer. Therefore, the question is whether independently from industrial firm orientation will the importance given to services be the same? In fact, if the firm is rather interested in offering different competitor products while looking for a constant technological innovation or if it simply aims at maintaining low costs will the service offer remain vital?
Antecedents of service orientation: a literature review
Whether in marketing or management, many searches have tried to find the antecedents of the service orientation of a firm. In this context, the literature review allows us to distinguish between internal and external antecedents.
Internal antecedents
To our knowledge, some internal antecedents were identified in previous studies.
• Firm's orientation Mosadeghrad and Ansarian (2014) found that among the factors that inhibit the successfully implantation of organisational change was the insufficient customer focus.
On the basis of different definitions of market orientation, the customer must be at the centre of all business activity. In some research, market orientation is considered a structural history bearing on the provision of service. According to Brady and Cronin (2001) , the majority of studies on the service offering emphasised the importance of market orientation. Sometimes the market orientation refers to the orientation service term (Cran, 1994) .Moreover, market orientation may facilitate the implementation of a strategy based on service (Solnet and Kandampully, 2005) . In fact, the transition to services may affect the entire culture of the industrial enterprise (Mathieu, 2001a (Mathieu, , 2001b Olivia and Kallenberg, 2003) . Therefore, an efficient service orientation should be integrated into the overall strategic level of the firm. For Furrer (1997) , even if it is a manufacturing firm, the whole firm must give a picture of the service. It is replacing a product oriented with a focus on maximum market satisfaction.
• Firm's managers According to Ordonez De Pablos (2004) , the intellectual capital is the essential factor for the performance and the success of organisations. In the current turbulent economy and especially for high-tech industries, it is very important to improve intellectual capital to stay competitive. In fact, this factor can help organisations to create value and can get better innovation and creativities in organisations. As suggested by Khalique et al. (2013) , now in a knowledge-based economy, intangible assets are considered as the most important resources for the success of organisations. In fact, intellectual capital is mainly based on the soft assets of the organisations that contribute to boost the performance of the organisation. Managers can have a vital role to develop intellectual capital to make a change in a firm.
The attitude and commitment of the 'Top management' strategy are to generally influence the behaviour of employees throughout the organisation (Millson and Wilemon, 2002; Venkatesh and Davis, 2000) . In fact, the effective implementation and the success of any strategy require managerial motivation and supporting organisational arrangements (Asikhia, 2010; Gebauer et al., 2005) . Specially in the industrial context, the expansion of service activities is primarily owing to the importance given by the managers of the firm (Gebauer et al., 2005) .
Extending the service business seems to be a change in an industrial firm. Therefore, a high degree of managerial motivation reflects the desire of a firm to adapt to change to meet the needs of its customers in a more efficient manner than its competitors.
To understand the antecedents of service offering in industrial firms, Gebauer and Fleisch (2007) and Antioco et al. (2008) are based on the behavioural perspective and motivation theory of Vroom (1964) . According to them, if the direction of the firm attaches importance to the expansion of services in the supply of the firm and whether it expects a gradual improvement of its objectives, it will be motivated to invest in activities service in its global offer. Service orientation is industrially influenced by the motivation of managers. Assuming imperative of service in the industry, Tzokas et al. (2000) developed a scale to measure the commitment of senior management to the service. For them, the commitment of management supports the success of the development strategy of offering customer service. But in addition to the commitment to service, the authors suggested the need to consider other factors related to firm executives as personality, beliefs and values (Tzokas et al., 2000) .
• Firm's activity
In addition to its general orientation, the type of products offered on the market and the types of clients that the firm addresses can be two elements that may reflect the activity of a firm.
For some authors, customers currently look for a solution, a combined offering product and services. The only product is no longer seen as a central element of the offer of an industrial firm. Gradually, it became a determinant of service orientation (Lay et al., 2010) .
In this context, Furrer (1997) showed that the ability to offer services around the product depends on the product itself. It is scalable, innovative or poorly differentiated, the product directly generates demand growth complementary services (Furrer, 1997) . Lay et al. (2010) were able to show that the extent of the service offering in the industrial firms depends on the type of product offered. In other words, it is the nature of the products that drive customers to demand more services from their suppliers. In general, the complexity of the product is the main feature that engages the industrial enterprise to provide additional services (Olivia and Kallenberg, 2003) .
According to Philippe and Leo (1996) , the firms which offer more complex products are those that are naturally concerned by the expansion of the service offer. For example, we note that equipment products, characterised by a complex technological level, have been the most used in previous empirical studies (Mathieu, 2001b; Olivia and Kallenberg, 2003) .
Also, the nature of clients served is also considered an important determinant of service orientation for some authors.
On the basis of the definition of Homburg et al. (2002) , the customer is the centre of the service strategy. Indeed, with hopes for a personalised offer, the customer demands more and more services (Balgin and Malleret, 2004) . This product differentiation by service requires taking into account the characteristics of the customers to who services are provided. It is generally recognised that customer needs are different. Whether companies or individuals, the scope of services in industrial and business depends on customer type (Furrer, 1997) .
In addition and in conjunction with the firm's offer, another result seems interesting. Indeed, some authors such as Philippe and Leo (1996) found that firms belonging to different industrial sectors follow a tertiary supply differently.
• Organisational factors Pettus et al. (2009) have showed that strategic flexibility was required in the firm growth. In addition, they have suggested that the firm's capabilities to respond to changing conditions in the external environment depend on the organisational learning. These two factors can play an important role in enacting change in firms.
Several authors have shown that organisational parameters for an industrial firm have a great importance in the implementation of a service strategy (Antioco et al., 2008; Vandenbosch and Weinberg, 1994) . Indeed, these are the characteristics of the service that require more effective management. The intangible aspect of service combined with the tangible nature of the product returns to the problem of resource management and coordination between different departments of the firm. For Denis et al. (2000) , the top management's commitment to the strategy is necessary but not sufficient. Greater efficiency in management is necessary for a firm moves towards its market. In this sense, a program involving coordination between different departments, communication and dissemination of information on customer needs will foster a climate to engage the entire firm to provide quality services. In this regard and according to Mosadeghrad and Ansarian (2014) , many organisations have found it difficult to implement organisational change successfully. The success of the implementation of the change program and its impact depends on many factors. 'Poor communication' was considered as the important one of these factors.
On the basis of a qualitative study of a large industrial company, Gadolin (2014) studied the effect of internal communication as an important factor in major change management projects. Indeed, internal communication can help establish a process of change as managers and all employees will have a better perception of it.
In her research on the subject of the importance of diffusion of innovation, Banks (2006) suggests that the understanding the communication channel can help human resource management representatives manage change.
Gebauer et al. (2005) also agree. They add that some aspects in the business must exist to implement a strategy-oriented service in an industrial firm. Mainly, it must:
• establish a clear strategy to develop service orientation
• recognise that service as a source of value creation for the customer
• initiate a program of relationship marketing
• clearly define the service strategy
• establish a separate service unit
• create a service culture within the firm.
External antecedents
According to Solnet and Kandampully (2005) and Gebauer (2008) , the implementation of a strategy focused on providing service must take into account external factors including the firm, demand and competition. Some other authors add the technological environment (Day, 1994) and market structure (Furrer, 1997; Gebauer, 2008) . In addition, but in another context, Homburg et al. (2002) studied the referral service distributors. They highlighted other external factors such as competitive intensity.
• Competitive intensity
For Solnet and Kandampully (2005) , knowledge of supply competition allows a firm to evaluate its market position and track market trends. Referring to research on market orientation, competitive intensity reflects the manoeuvres used by competitors to gain a competitive advantage (Jaworski and Kohli, 1993) . This intensity also refers to existing competitors in a sector (Homburg et al., 2002) .
In general, the competitive intensity in a market maximises the pressure from customers. Therefore, the firm will be obliged to match the offer of the competition, especially if it provides complementary services (Balgin and Malleret, 2004) . More the competitive intensity, the higher the firm is oriented towards service offering (Homburg et al., 2002) .
• Technological environment
As we have already discussed in the previous paragraph, the type of product is a determinant of service orientation. It is precisely the complexity of the product which implies a growing demand for service. This complexity often refers to the technological aspect of the industry.
This technological factor was also presented by Narver and Slater (1990) as a determinant of market orientation of a firm. But in connection with our research topic, Day (1994) and Kumar and Markeset (2007) assume that the supply of services is strongly required in a highly technological field. In this sense, the technological aspect of a sector may be considered as a determinant of service orientation.
• Market structure Narver and Slater (1990) studied the growth of the market as a determinant of market orientation of a firm. In the same vein, Furrer (1997) and Gebauer (2008) found that the appearance of the market growth will influence the supply of service in an industrial firm.
Research method
Qualitative research
To identify the antecedents of service-oriented industrial companies, we decided to make a qualitative study. For this, we have made individual qualitative interviews. This type of interview is often the most used to gather information especially in the field of industrial firms (Pellemans, 1999) . Indeed, it is very difficult to organise group discussions involving competitors in industry. The method used is a semi-structured interview.
Furthermore, and since we start with a structured interview guide and since it is difficult to record the information gathered in the interviews , the method of analysis of the data used is the analysis summary. Although simple, this method is most commonly used in industry (Pellemans, 1999) . The analysis contained and thematic requires a complete recording of the interviews.
To collect data, we asked questions that revolve mainly around the following themes:
• the offered service
• the antecedents of service orientation
• the pricing strategy of services.
Data collection
We are interested in the offer of services in industrial firms. Therefore, the field of investigation for this study must be consistent with our initial goal. However, it should be noted that the majority of previous research on service orientation of industrial enterprises were conducted in developed countries. For this reason, the empirical study of this research was conducted in Tunisia: an emerging country in transition.
With a confirmed expertise and skills valued, Tunisia has become a place of choice for many local and foreign investors. Particularly in the industrial sector, the country has a remarkable development in recent years (API, 2012) .
Tunisian industrial sector is very diverse, but the pillar sectors of Tunisian industry are three (API, 2012). These three sectors account for 76% of industrial sector. In addition, these sectors contribute to 87% of Tunisian exports. We distinguish the mechanic and electronic industry, the clothing and textile industry and food industry.
Mainly, these three sectors hold a common point. Indeed, one of the key success factors of the sectors mentioned above is that they all tried to adapt their operation and their strategies to cope with changes in consumer behaviour and new competitive forms. However, they have different characteristics. These differences in mode of operation will allow us to compare to highlight the behaviour and marketing practices of industrial enterprises in terms of service in these sectors. In our qualitative research, companies interviewed belong to these three industrial sectors.
Results
On the basis of the principle of responses' saturation, five semi-structured interviews were undertaken in five different industrial companies. Indeed, and based on GauthySinéchal and Vandercammen (2005) , the sample size is less important in the qualitative study in the quantitative study. Then one of the conditions needed to make a qualitative study is to conduct interviews until arriving when the information sought will become redundant.
The study shows several interesting results. We have summarised the results in the following table (see Table1) . From the previous table we mainly distinguish the antecedents of service orientation in industrial firms. These factors can be classified into three groups:
• antecedents relating to managers: managerial motivation to provide services
• antecedents relating to firm characteristics: general orientation, product type, targeted clients
• antecedents relating to environment characteristics: competitive intensity, industry technology intensity, market growth.
Some works supposed that industrial businesses that decide to offer services are motivated to dedicate some resources to the service activity (Gebauer and Fleisch, 2007; Gebauer et al., 2005) . The more the managers perceive a positive value and benefit of the deployed effort and obtained results in service delivery, the more they tend to be service oriented. Some authors equally think that market orientation is an antecedent of the manufacturers' service orientation (Furrer, 1997 (Furrer, , 1998 Reffait, 1993; Philippe and Leo, 1996) . Therefore, we suppose that service orientation in the industrial business varies according to its principal strategic orientation. We identify three strategic groups in industry reflecting three different behaviours according to Furrer (1997) :
• Customer orientation: The principal aim of the firm is to achieve maximum customer satisfaction. We thus suppose that this strategy favours the increase of the offer and service customisation.
• Product orientation: The main objective is technological innovation. We then suppose that the firm focuses on technical services.
• Low cost orientation: The principal objective is to maintain very low costs. We thus suppose that the firm tries to offer standard services only and dedicates few resources to the service activity.
From another perspective, service orientation of industrial firms stipulates a relationship between services and sold products (Balgin and Malleret, 2004; Furrer, 1998) . It is therefore necessary to check whether certain products need more services (or specific ones). In this same scope, equipment-related products are more likely to generate additional services (such as maintenance) than component-related products (Balgin and Malleret, 2004) . Consequently, service orientation can vary according to the type of the sold product. It is important for managers to know whether services are of the same importance to individuals as to private or public firms (Furrer, 1997) . In fact, industrial business service delivery has to be dedicated and adapted to its customers' needs to better satisfy them and minimise costs. On this point, results discussed in the literature are divergent. Tzokas et al. (2000) did not find a significant link between the customers' basic nature and the firm's behaviour in terms of service. Besides, Balgin and Malleret (2004) have not detected a significant difference between firms targeting individual customers and those targeting firms. However, others proved that service delivery varies according to the type of customers served (Furrer, 1998) and their characteristics (Homburg et al., 2002) . Therefore service orientation varies according to the type of customers targeted. For external variables, Philippe and Leo (1996) affirmed that the more the sectors of offered products are competitive, the more the firms resort to offer tertiarisation to become distinguished from other firms. However, Homburg et al. (2002) showed that the firm's service orientation is not linked to the sector's intense competitiveness. In addition, the technological extent of the sector leads the firm to offer more services (Furrer, 1998; Kumar and Markeset, 2007) . Consequently, service orientation is more intense when the sector is highly competitive. Service orientation is more intense when the sector is highly technological.
Furrer (1997) identified a significant negative relationship between the importance of offered services and market growth. Service orientation is less intense when the market is significantly growing.
The main objective of our qualitative research is to determine the antecedents of service orientation. Besides this main objective, we determine the specific dimensions of service which the industrial firm considers to be important to provide service to their clients, such as maintenance, timely delivery, advice to clients and so on.
In addition, our study show the managers' evaluation of motivational reasons attributed to a firm commitment to service such as improved competitiveness, retention of clients, increased profitability and so on.
Finally, we found that in terms of pricing strategy of services, industrial firms include services cost in the product price but personalised services are charged separately.
Conclusion and managerial implications
Major changes hit the competition modes and the economy in general. Besides, the consequences of these changes are numerous on the activity of each firm. Within this scope, service orientation within industrial firms constitutes a major change and one of the most emerging new phenomena (Baines et al, 2009) . For this reason, this theme is the most privileged in recent research on marketing and industrial management.
Starting from these conclusions, we tried through the present paper to review the literature written on the concept of service orientation.
In the research elaborated on the service orientation of industrial firms, the majority was inspired from the works on market orientation. In this scope, the authors agree in thinking that the industrial firm has to further favour market orientation. In addition, this orientation has to be proactive to anticipate the future changes of the market (Ketchen et al., 2007) .
In this regard, Furrer (1997) showed that if the industrial firm is market oriented, its primary objective is the satisfaction of its customers. For this reason, it will necessarily increase the volume of its offered services which implies that industrialists who are looking to increasing their performance have to suggest the best combined offer of 'products-services' on the market. However, from the extent to which the managers can set innovation or cost reduction as a primary objective, the volume of offered services can decrease. The same is argued by Philippe and Leo (1996) , the industrial firm looking to offer more services requires first of all a profound change from a production orientation to a market orientation.
Thus, it is to note that a vision that is centred on the product or the cost, reflecting that a classical industrial culture does not ensure the implementation of a long-term reliable service system. However, service orientation, thus part and parcel of the strategic level, would increase the value of the product. In this regard, market orientation, founded on customer satisfaction (Gotteland et al., 2007) , could incite the industrialists to propose the best combined product-service offer on the market. In brief, market orientation is only an antecedent to the service orientation of the industrialists.
The firm that proposes a packaged offer of products and services on the market enters in a dynamics generally accompanied by a change in attitudes and behaviours. For this reason, the service offers in the industrial sector differ from one firm to another, yet equally from one period to another, and this can be for one same firm. Therefore, the service offer changes with time, passing from the level of operational decisions to that of managerial decisions, which thus proves that it is not enough to integrate the services in marketing objectives. On the contrary, services have to be taken into consideration on the strategic level of the firm. Their implementation imperatively goes through all the levels in the firm. In this case, we speak of the service orientation of industrial firms as a behavioural alternative to market orientation.
Our theoretical analysis highlighted the eventual importance of service orientation in industrial firms. Furthermore, we concluded that a number of researchers have tried to determine the antecedents of service orientation. However, there is a mixed finding in previous studies and there is luck of studies performed in emerging countries. That is why a qualitative research was undertaken with Tunisian industrial firm to identify mainly the real antecedents of service orientation.
By the way, we find that the antecedents of service orientation can be classified into three groups:
• antecedents relating to managers: managerial motivation to offer services
• antecedents relating to the firm characteristics: general orientation, product type, targeted clients
• antecedents relating to the environment characteristics: competitive intensity, industry technology intensity, market growth.
At the managerial level, our findings provide some recommendations to industrial firms. Above all, and even if services' input is not considered to be systematic in some studies, service orientation of manufacturers remains imperative in all the sectors to which they belong. We, therefore, think that a combined industrial offer of products and services can increase customer satisfaction. Marketing managers have to commit to look for new opportunities by giving importance to market survey and by establishing a management mechanism and controlling their service offer system. This paves the way for innovation and distinction among competitors. It will then be an issue of proactive service offer.
It is also worth highlighting services around a product, the commitment in favour of customer service can only increase performance in the long term (Tzokas et al., 2000) . Consequently, manufacturers have to enhance services that are destined to clients to achieve a better performance at the long run and create a higher value to clients. Customised offers can largely enhance customer satisfaction. Consequently, marketing managers have to elaborate a precise approach, decide on a list of offered services and decide on their method and quality standards to finally decide on the price. This will allow it to efficiently control and manage its service activities.
Thanks to extra funds and some competence in such activities, the firm can guarantee a reliable service system. Limited resources or lack of experience should not discourage the managers from accentuating the offered service volume. Industrial firm has to take into account new laws for competitive games on the market. It has to rely on consolidating the relationship with its clients through services that create value for both the customers and the firm itself. Thus appears the importance of internal communication. Marketing managers have to try to 'sell this service project' internally before thinking to adopt a service-oriented marketing strategy. The aim is to work on involving the whole firm. In this line of thought, services will intervene in all the value chain which will enhance the success of service orientation. The favourable attitude and the motivation to offer services are not enough.
Industrial firms must equally take into account services' specificities for a better management of products/services. In fact, the intangible and heterogeneous aspect of services makes risk perception and the degree of uncertainty among clients higher than in a purchasing situation of a simple product. The challenge is to help the final client better assess this industrial 'paradoxical' offer. Offering different services according to customer type requires a good understanding of the needs of the target market. This efficient management reflecting the firm's market orientation will ensure the development of a reliable set of services in the long term. Managers have to really centre their efforts on the most important clients. This very tight vision can actually prevent the firm from keeping up with new market trends (Bonner and Walker, 2004; Slater and Narver, 1998; Tripsas, 1997) . To have a very tight vision while privileging only clients cannot necessarily lead to a long-term performance. Nonetheless, if the firm becomes highly involved in offering services, a significant risk appears. The challenge lies in avoiding the creation of new competitors, mainly service-providing firms. Usually, outsourcing some activities can be a pertinent solution.
The main limit of this present paper is to use only a qualitative research to determine the antecedents of service orientation. We then suggest to realise in the next stage a quantitative research to test more precisely the effects of these factors on service orientation.
In addition, we can examine the relationship between service orientation and performance of industrial firm.
Finally, for future studies, we propose to realise a complementary longitudinal study to understand the dynamics of the relation orientation service and performance.
